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ABSTRACT
CAN WE MEASURE SERVICE QUALITY ?
CAN MURAT ALPASLAN 
M.B.A.
SUPERVISOR : ASSISTANT PROFESSOR SELÇUK KARABATI
JUNE 1995
Affected by the motto "you cannot improve what you cannot measure" and joining the 
enthusiasm of TQM movement, service companies are trying to measure their service 
quality. SERVQUAL is an intrument to measure service quality quantitatively. This 
study attempts to test the validity of SERVQUAL instrument. Three qualitative 
techniques in addition to SERVQUAL are used and all the four questionaires are 
applied to 12 different services in Bilkent University. The aim of the study is not only 
to criticize the deficiencies of SERVQUAL instrument but also to make the reader 
aware of the complexity of measuring quality in service settings.
ÖZET
HİZMET KALİTESİNİ ÖLÇEBİLİR MİYİZ ?
CAN MURAT ALPASLAN 
YÜKSEK LİSANS TEZİ, İŞLETME FAKÜLTESİ 
TEZ YÖNETİCİSİ : YARD. DOÇ. SELÇUK KARABATI
HAZİRAN 1995
"Ölçemediğin bir şeyi daha iyi bir hale getiremezsin," deyişinden etkilenen ve TKY 
hareketinin coşkusuna katılan hizmet sektöründeki şirketler de artık hizmetlerinin 
kalitesini ölçmeye çalışmaktadırlar. SERVQUAL hizmet kalitesini sayısal olarak 
ölçen bir yöntemdir. Bu çalışma ise SERVQUAL yönteminin geçerliliğini test etmeye 
yöneliktir. Hizmet kalitesini ölçmek için üç adet sözel anket, SERVQUAL anketiyle 
beraber Bilkent Üniversitesindeki 12 değişik servis sektörüne uygulanmıştır. Bu 
çalışmanın amacı SERVQUAL yöntemini eleştirmenin yanısıra, konuyla 
ilgilenenlerin de hizmet kalitesini ölçmenin ne kadar karmaşık olduğunu görmelerini 
sağlamaktır.
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1. INTRODUCTION
Services are becoming a source of wealth nowadays. Service sector increases wealth 
and employment in the society. According to many academicians and practitioners, we 
have entered this stage of the service economy or service society (Grdnroos, 1990). 
The share of service sector in GNP of nations is increasing rapidly. Figure 1-1 shows 
the Turkish case.
SECTORAL GNP SHARES
1923 1948
46% 43%
11% 13%
1960 1991
16%
46% 57% 27%
16% B A g ricu ltu re  S I In d u s try  B S e rv ic e
Source : T.C. Prime Ministry, State Institute of Statistics, 1923-1991
Figure 1-1 Sectoral GNP Shares
In addition to that, the rate of labor force employed in service sector is increasing all 
around the world. More and more people are working in service sector. Table 1-1 
presents the employment level of service sector as the percentage of the total labor 
force.
Table 1-1 Employment in Serviee Sector
EMPLo M bNT in  s e r v ic e  SECTOR
(As the percentage of total labor force)
1970 1980 1986
% % %
OECD (All) 49.4 56.4 60.9
OECD (Europe) 42.9 50.1 55.4
USA 61.1 65.9 69.3
France 47.2 55.4 r 61.3
West Germany 42.9 50.3 53.7
Japan 46.9 54.5 57.1
Source ' Managing Services, Christopher Lovelock (1994).
The implication of the preceding observations is that the service sector is in a state of 
rapid change, reflecting a variety of factors from globalization to the use of new 
technologies (Lovelock, 1994). Since our subject is Turkey, a country which is about 
to be included in customs union with EC members, we are confronted with an 
increased competition not only in manufacturing but also in services. This brings the 
need for effective management skills, which involves in it the ability to see the 
different aspects of service management, not only taken-for-granted managerial skills.
In service sector, the customer awareness and the competition to satisfy their needs are 
increasing. Service companies have to deliver quality service tin order to survive. 
Similar to its conceptualization in manufacturing, quality is the key to success in 
service sector.
TQM applications begin to take place not only in industrial settings but also in service 
settings. While it is relatively easy to measure quality in manufacturing, it is difficult 
to attain the same level of ease in services. This thesis approaches the problem of
measuring service quality by testing the validity of a measurement methodology, 
SERVQUAL, developed by Parasuraman A., Zeithaml V., and Berry L. (PZB, 1990).
In the following chapter, we first define the concepts of service, quality, service 
quality, types of services, the differences between services and physical goods. The 
next chapter deals with the SERVQUAL methodology, its conceptualization of service 
quality and its applications. The literature survey pertaining to some deficiencies in 
SERVQUAL methodology is discussed in Chapter 3. In Chapter 4, we present our 
approach and the survey that took place in Bilkent University. The results of the study 
and our interpretations are presented in Chapter 5. The conclusion summarizes our 
findings and discuss future research areas.
2. SERVICE CONCEPT
2.1. What is a Service ?
There are many different kinds of services. The definitions of these services vary as 
well. Here are some of the definitions of the services in the literature (Gronroos 1990) :
"Service - Activities, benefits, or satisfactions which are offered for sale, or provided in 
connection with the sale of goods" (American Marketing Association 1960, p. 21).
"Services represent either intangibles yielding satisfactions directly (transportation, 
housing), or intangibles yielding satisfactions jointly when purchased either with 
commodities or other services (credit, delivery)" (Regan 1963, p. 57).
"Marketed Services - A market transaction by an enterprise or entrepreneur where the 
object of the market transaction is other than the transfer of ownership (or title, if any) 
of a tangible commodity" (Judd 1964, p. 59).
"For the consumer, services are any activities offered for sale that provide valuable 
benefits or satisfactions; activities that he cannot perform for himself or that he 
chooses not to perform for himself" (Bessom 1973, p. 9).
"A service is an activity offered for sale which yields benefits and satisfactions without 
leading to a physical change in the form of a good" (Blois 1974, p. 157).
"Services (are) separately identifiable, intangible activities which provide want 
satisfaction when marketed to consumers and/or industrial users and which are not 
necessarily tied to the sale of a product or another service" (Stanton 1974, p. 545).
"A service is an activity or a series of activities which take place in interactions with a 
contact person or a physical machine and provides consumer satisfaction" (Lehtinen 
1983, p. 21).
"Service are any intangible benefit, which is paid for directly or indirectly, and which 
often includes a larger or smaller physical or technical component" (Andersen et al
1983, p. 6).
"A service is any activity or benefit that one party can offer to another that is 
essentially intangible and does not result in the ownership of anything. Its production 
may or may not be tied to a physical product" (Kotler & Bloom 1984, p.l47 and Kotler 
1991,p.455).
"The meeting of customer expectations in the course of selling and post-sales activity 
through providing a series of functions which match or better the competition in a way 
which provides an incremental profit for the supplier" (Free 1987, p. 75).
"Services is something which can be bought and sold but which you cannot drop on 
your foot" (Gummesson 1987b, p. 22; referring to an unidentified source).
After listing these definitions, Gronroos points out the that these definitions are too 
limited and proposes himself a definition, which he says a blend of the ones suggested 
in Lehtinen, Kotler and Bloom and Gummesson :
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"A service is an activity or series of activities of more or less intangible nature that 
normally, but not necessarily, take place in interactions between the customer and 
service employees and/or physical resources or goods and/or systems of the service 
provider, which are provided as solutions to the customer problems. (Gronroos 1990, 
p. 27).
2.2. Some Common Characteristics of Services
Table 2-2 shows the most frequently mentioned characteristics of services and physical 
goods stressing on the basic differences between them (Grdnroos 1990).
Table 2-2 Differences Between Physical Goods & Services
Physical Goods '(Services,·.'
•Tangible • Intangible
•Homogeneous • Heterogeneous
• Production and distribution separated •Production and distribution and
from consumption consumption simultaneous processes
• A thing •An activity or processes
• Core value produces in factory • Core value produces in buyer-seller
• Customers do not formally interactions
participate in the production • Customers participate in production
process process
• Can be kept in stock • Cannot be kept in stock
•Transfer of ownership •No transfer of ownership
In addition to the ones described above, Lovelock (1992, p. 6) distinguishes three more 
differences between services and physical goods :
1. Importance Of The Time Factor : Many services are delivered in real-time. 
Delivery of service needs the customers and the front-line employees to be present 
(e.g. transportation, health care and haircut services). The time spent in the delivery 
of the service becomes an attribute which will be an effective criterion that 
customers take into account when they consider which company they will choose.
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2. Quality Control Problems : Contrary to manufactured goods, the conformance to 
requirements of services cannot be controlled as effectively due to the difference in 
the nature of services and physical goods. The delivery of a service is a real-time 
application. The delivery and consumption take place at the same time making it 
more difficult for the company to conceal the mistakes and shortcomings. The 
consistency of the service delivered is affected by the existence of factors related to 
human beings involved in the process.
3. Different Distribution Channels : The distribution channels are not only used for 
physical goods. Service providers also have to make their output available and 
accessible for the segments they have targeted. Service businesses can deliver their 
services either using electronic channels or, depending on the type of service, 
creating places in which the delivery and consumption take place simultaneously. 
This makes the design of the operations phase more complex and dynamic.
After analyzing the basic differences of physical goods and services, we can 
summarize the characteristics of service as sueh (Gronroos 1990, p. 29):
1. Services are more or less intangible.
2. Services are activities or series of activities rather than things.
3. Services are at least to some extent produced and consumed simultaneously.
4. The customer participates in the production process at least to some extent.
The definition proposed by Gronroos shows us that in order to manage services 
effectively and decide what types of resources should be used, one must understand the 
nature of the service he is involved with. This brings with it the need for the analysis of 
several types of classifications of services in the literature and identifying the particular 
service in one or several of the classifications discussed below.
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2.3. Classification of Services
If we want to classify services, we will immediately notice that there is a diversity of 
them. For example, the service barber's shop offers is extremely different than the 
service offered by the long-distance telephone operator. The diversity of the service 
sector makes it difficult to draw generalizations which may be of practical utility for 
managers. The importance of classification lies here that, developing ways to analyze 
services, highlighting the characteristics that services have in common, enables us to 
examine the implications for marketing services or managing quality (Lovelock, 1992).
Table 2-3, developed by Lovelock (1983) and with some new classifications added by 
Gronroos (1990), is taken from Grdnroos : Service Management and Marketing, 1990.
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Table 2-3 Service Classification Scheme
Author Proposed Classification Scheme Comment
Judd(1964)
2 .
3.
Rented goods serviees (right to own and use a 
good for a defined period)
Owned goods serviees (custom ereation, repair 
or improvement of goods owned by the 
customer) ?
Nongoods services (personal experienees or 
"experiential possession")__________________
First two are fairly speeifie, but 
third eategory is very broad and 
ignores serviees sueh as 
insuranee, banking, legal adviee 
and aeeounting.
Rathmell
(1974)
1. Type of seller
2. Type of buyer
3. Buying motives
4. Buying praetice
5. Degree of regulation
No speeifie applieation to 
services-could apply equally 
well to goods.
Shosiack
(1977) 
Sasset et al.
(1978)
Mill (1977)
Thomas
(1978)
Proportion of physieal goods and intangible 
services contained within eaeh produet "paekage"
Offers opportunities for multi­
attribute modeling. Emphasizes 
that there are few pure goods or 
pure serviees.
Services affecting persons vs. those affecting 
goods
Permanent vs. temporary effects of the service 
Reversibility vs. nonreversibility of these 
effects
Physical effects vs. mental effects 
Individual vs. collective services
Emphasizes nature of serviee 
benefits and (in 5) variations in 
the serviee delivery/eonsumption 
environment.
1. Primarily equipment based
a. Automated (e.g. car wash)
b. Monitored by unskilled operators (e.g. movie 
theater)
c. Operated by skilled personnel (e.g. airline 
personnel)
2 . Primarily people based
a. Unskilled labor (e.g. lawn care)
b. vSkillcd labor (e.g. repair work)
c. Professional staff (e.g. lawyers, dentists)
Although operational rather than 
marketing in orientation, 
provides a useful way of 
understanding produet attributes.
Chase
(1978)
Extent of customer contact required in service 
delivery
a. High contact (e.g. health care, hotels, 
restaurants)
b. Low contact (c.g. postal service, wholesaling)
Recognizes that product 
variability is harder to control in 
high contact services because 
customer exert more influence 
on timing of demand and service 
features, due to their greater 
involvement in the service 
process.______________________
(irönroos
(1979)
1. Type of service
a. Professional services
b. Other services
2. Type of customers
a. Individuals
b. Organizations
Notices that the same services 
c.g., insurance and financial, 
may be rendered to both 
individuals and organizations.
Kotlcr
(1980)
1. People based vs. equipment based
2. Extent to which client's presence is necessary
3. Meets personal needs vs. business needs
4. Public vs. private, for-profit vs. nonprofit
Synthesizes previous work, 
recognizes differences in 
purpose of service organizations
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Lovelock
(1980)
1. Basic demand characteristics 
-Object served (persons vs. property)
-Extent of demand/supply imbalances 
-Discrete vs. continuous relationships between 
customers and providers
2. Service content and benefits 
-Extent of physical goods content 
-Extent of personal service content 
-Single service vs. bundle of services 
- Timing and duration of benefits
3. Service delivery procedures 
-Multisite vs. single site delivery
-Allocation of capacity (reservations vs. first come, 
first served)
-Independent vs. collective consumption 
-Time defined vs. task defines transactions 
-Extent to which customers must be present during 
service delivery
Synthesizes previous 
classifications and adds several 
new schemes. Proposes several 
categories within each 
classification. Concludes that 
defining object served is most. 
fundamental classification 
scheme. Suggests that valuable 
marketing insights would come 
from combining two or more 
classification schemes in a 
matrix.
Schmenner
(1986)
1. Degree of interaction and customization
a. Low
b. High
2. Degree of labor intensity
a. Low
b. High_______________________________
Recognizes that some services 
may be more customized and 
involve a higher degree of labor 
intensity, and may help the 
reader to understand the strategic 
tactical options available.
Lovelock
(1983)
1. The nature of the service act
a. Tangible actions to people or things
b. Intangible actions to people or things
2. Relationships with customers
a. Continuous delivery
b. Discrete transactions
c. "Membership" relationships
d. No formal relationships
3. Customization and judgment in service 
delivery
a. Judgment exercised by customer contact 
persons
Customization of services 
Nature of demand in relation to supply 
Extent to which supply is constrained 
Extend of demand fluctuations 
Method of service delivery
a. Single or multi-site delivery
b. Service delivered on provider’s or customer's
premises______________________
Provides a series of 
classifications which together 
illustrate the complex nature of 
services and provide useful 
background information for 
managerial purposes.
b.
4.
a.
b.
5.
Vandemerw 1.
e& a.
Chadwick b.
(1989) 2.
a.
b.
c.
Degree of consumer/producer interaction
Lower
Higher
Relative involvement of goods 
"Pure" services
Services with some goods or delivered 
through goods
Services embodied in goods____________
Recognizes the importance and 
role of goods components in 
service businesses.
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Among the proposed schemes, the one we will use for our research purposes is from 
Lovelock, 1992. The scheme tries to answer the following five questions :
1. What is the nature of the service act ?
2. What type of relationship does the service organization have with its customers ?
3. How much room is there for customization and judgment on the part of the service 
provider ?
4. What is the nature of demand and supply for the service ?
5. How is the service delivered ?
In the scope of this study, the classification above will be helpful in our search for the 
relationship between the methodology used for measuring services and the type of the 
service.
2.4. Definition of Quality
To measure and to improve the quality of a service, first of all, we have to define what 
quality is. Garvin identifies five alternative perspectives to quality (Garvin 1984):
1. The transcendent or philosophic approach which equates service quality to innate 
excellence. This kind of approach finds its application in visual arts. It says that 
people learn to recognize quality only through experience gained from repeated 
exposure.
2. The product-based approach argues that differences in quality reflect difference in 
measurable attributes. Quality is precise and measurable. It implies that "more" or 
"higher" or "faster" of an attribute is "better." This view is totally objective since 
quality is viewed as an inherent characteristic of the product, rather than something 
ascribed to them.
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3. The user-based approach proposes that the quality lies in the eyes of the beholder. 
Quality is equal to maximum satisfaction. This subjective approach recognizes that 
different customers have different needs and wants.
4. The manufacturing-based approach defines quality as "conformance to 
requirements." Deviation from specifications implies a reduction in quality (in 
services, quality is operations driven). In services this is the result of recognizing 
the customer's interest in quality, for example : "making it right the first time". One 
important thing is that the requirements are internally developed.
5. The value-based approach defines quality in terms of value and price. A quality 
product is the one that provides performance at an acceptable cost.
2.5. Definition of Service Quality
Garvin's approach is manufacturing oriented and we should expect some differences 
between definitions of product quality and service quality due to their different nature.
In some firms, service quality is "giving the customers what the customer wants." To 
some others it is "to build enduring relationships with customers," which means that 
service quality is the means to an end rather than the end itself Enduring relationships, 
in the sense they argue, is ensured if the transaction with the customer is satisfactory 
from the customer's point of view and the firm is better than any competitive firm 
(Bernhardt, Keller, Schmalensee, Vanecko 1988).
According to Grönroos, "quality is what customers perceive." In the firm, one has to 
define quality in the same way customers do. Grönroos says that the quality of a 
service as it is perceived by customers has two dimensions, namely, a technical or 
outcome dimension and a functional or process related dimension. The customer is
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interested in what he/she is left with (technical quality) and how he/she receives 
service (functional quality) (Gronroos 1990).
In the literature, there are three alternative conceptualizations of service quality : 
attribute theory, customer satisfaction theory and interaction theory (Chase & Bowen, 
1991). Grdnroos's definition partially lies in the customer satisfaction theory. 
Parasuraman, Berry and Zeithaml's (PZB) definition of service quality says that, the 
meaning, definition and evaluation of quality exist in customer's mind. Attribute theory 
places emphasis on the technical aspects of production, whereas customer satisfaction 
theory places importance on customer perception. PZB's definition of service quality 
will be examined in detail in section 3-1.
The last theory is interaction theory presented by Klaus (1985), who defines it as a 
"shared experience of gain" by all participants in the service encounter. Service quality, 
according to Klaus, emerges through the mutual need satisfaction of both employees 
and customers.
The next section is about SERVQUAL instrument, created by PZB who are proponents 
of customer satisfaction theory. The instrument claims to measure service quality.
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3. SERVQUAL
Parasuraman, Berry and Zeithaml (PZB, 1990), since beginning of their research in 
1983 have been interested in three central questions;
1. What is service quality ?
2. What causes service quality problems ?
3. What can organizations do to solve these problems and improve their services ?
While our interest is focused on the first and second issues, implications of our 
conclusion will be useful for the discussions about the validity of SERVQUAL 
instrument and whether the third issue is reachable through first and second 
conceptualizations.
PZB offer the SERVQUAL scale, very simply, to provide the managers with a useful 
framework that makes easier for them to understand service quality issues and to 
initiate specific and practical solutions to improve it.
They claim that their framework is not only for staff executives but also for line 
executives and is for all types of service organizations whether for profit or not-for- 
profit.
3.1. PZB's Definition of Service Quality
According to PZB, the key to ensure good service quality is meeting or exceeding what 
customers expect from the service. So, service quality, as perceived by customers, can 
be defined as the extent of discrepancy between customers' expectations and
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perceptions. In Figure 3-1, we see PZB's framework to represent the customers' 
assessment of service quality.
Dimesions
of
Service Quality
Tangibles
Reliability
Responsiveness
Competence
Courtesy
Credibility
Security
Access
Communication 
Understanding the 
Customer
Word of 
Mouth
Personal
Needs
Past 
Experience
External
Communi­
cations
Perceived
Service
Quality
Figure 3-1 Service Quality Framework of PZB 
Factors influencing expectations are:
• Word-of-mouth communications, what customers hear from other customers.
• Personal needs, the customers' individual characteristics and circumstances.
•Past experience, the influence of previously lived events.
•External communications, direct or indirect messages conveyed by firms to 
customers.
The most revealing and most unique insight emerging from their research, they assert, 
concern the criteria customers use to judge the service quality. Table 3-1 a presents the 
ten dimensions of service quality, which will be the base for building service quality 
construct.
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Table 3-1 a Service Quality Dimensions
Service Quality Dimeasious
Dimeusion Definition
Tangibles Appearance of physical facilities, equipment, 
personnel, and communication materials.
Reliability Ability to perform the promised service dependably 
and accurately.
Responsiveness Willingness to help customers and provide prompt 
service.
Competence Possession of the required skills and knowledge to 
perform the service.
Courtesy Politeness, respect, consideration, and friendliness of 
contact personnel.
Credibility Tmstworthiness, believability, honesty of the service 
provider.
Security Freedom from danger, risk, or doubt.
Access Approachability and ease of contact.
Communication Keeping customers informed in language they can 
understand and listening to them.
Understanding the 
Customers
Making the effort to know customers and their needs.
Source : Adapted from Zeithaml, Parasurarpan, and Berry (1990), Delivering 
Quality Service : Balancing Customer Perceptions and BjcpectationSi
page 21-22
The ten initial service quality dimensions were then consolidated in to five dimensions 
since various statistical analyses conducted in constructing SERVQUAL revealed 
considerable correlation between some of the dimensions. Table 3-lb shows the 
correspondence between original ten dimensions and SERVQUAL's five dimensions.
As it is noticed, the first three dimension is kept untouched while last seven items were 
grouped in assurance and empathy, first four in one and rest in other, respectively. 
Assurance is defined as knowledge and courtesy of employees and their ability to 
convey trust and confidence. Empathy is defined as caring, individualized attention the 
firm provides its customers.
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The service quality construct of PZB can be summarized by the following equation : 
Service Quality = Expected Service Quality - Perceived Service Quality
3.2. SERVOUAL Instrument
SERVQUAL is a multiple-item scale. It contains an expectations section of 22 
questions consisting of 22 statements and a perceptions section consisting of a 
matching set of statements. It also contains a section to ascertain customers' assessment 
of the relative importance of the five dimensions. This section is placed between the 
expectations and perceptions section. The expectation and perception statements of 
responsiveness dimension applied to library services are seen below (see Appendix 1 
for SERVQUAL questionnaire):
Expectation statement
12. Employees in excellent libraries will always be 
willing to help students.
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Perception statement
12. Employees of Bilkent Library are always willing to 
help students.
The SERVQUAL statements (in both sections) are grouped into the five dimensions as 
follows :
Table 3-2 Statements Pertaining To SERVQUAL Dimensions
Dimension
Statements Pertaining to the 
Dimension
Tangibles 1-4
Reliability 5-9
Responsiveness 10-13
Assurance 14-17
Empathy 18-22
3.3. Computing the SERVQUAL Gap Scores
Assessing the quality of service involves computing the difference between ratings 
customers, or students in our case, assign to the paired expectation and perception 
statements.
SERVQUAL Score = Perception Score - Expectation Score
If N customers responded to a SERVQUAL survey, the average SERVQUAL score 
along each dimension is obtained through the following two steps :
1. For each customer, add the SERVQUAL scores on the statements pertaining to the 
dimension and divide the sum by the number of the statements making up the 
dimension.
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2. Add the quantity obtained in step 1 across all N customers and divide the total by 
N.
The SERVQUAL scores for five dimensions obtained can themselves be averaged to 
obtain an overall measure of service quality. This is an equal weight SERVQUAL 
score because it does not take into account the relative importance that customers 
attach to the various dimensions. If one wants to obtain a weighted SERVQUAL score 
then he has to take into consideration the relative importance of various dimensions. 
This can be achieved in three steps :
Step I : For each customer, compute the average SERVQUAL score for each
dimension.
SQ^y = ((P2;y-E2y)+(P■ ¿ i ... + (P2;y-E2y)) / (# of x)
SQ^y = y^  ^customer, dimension score, z = tangibles, reliability,..., empathy 
E^y = y^  ^customer, expectation statement x pertaining to dimension z.
Pzy = y^h customer, perception statement x pertaining to dimension z.
Step 2 : For each customer, multiply the SERVQUAL score for each dimension 
(obtained in step 2) by the importance weight assigned by the customer to that 
dimension.
SQay -  ((kiy SQl) + (k2y SQ2) + (ksy SQ3) + (k4y SQ4) + (ksV SQs))/5 
SQ^y = Weighted SERVQUAL score for customer y
kjy = i^ k dimension relative importance coefficient for customer y, i = 1,2,3,4,5 
When calculating equal weighted SERVQUAL score, you can use k=0.2.
24
Step 3 .· A dd the scores obtained in step 2  and divide by the number o f customers.
SQz -  (SQi^SQ2^  ... + SQn^ yn
SQ2 = dimension SERVQUAL score 
n = Total number of customers
Step 4 : A dd all the scores obtained in step 3 and divide by 5  to obtain an overall 
weighted service quality measure.
SQ° = (SQtangibles'*'SQreliability·*· ···■*■ SQempathyV^
SQ® = Weighted SERVQUAL overall score
3.4. Applications of SERVOUAL
PZB asserts that SERVQUAL instrument can be used to compute service quality gap 
scores at different levels of detail : for each statement pair, for each dimension, or 
combines across all dimensions. They state that by examining these various gap scores 
a company cannot only assess its overall quality of service but also identify the key  
dimensions, and facets within those dimensions, on which it should focus its quality 
improvement efforts (emphasis put by author). The emphasized part in the previous 
sentence draws the outline of what this thesis aims to probe.
The SERVQUAL instrument and the data generated by it can also be used in a variety 
of other ways such as :
1. Comparing customers' expectations and perceptions over time
2. Comparing your own SERVQUAL against competitors' scores
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3. Examining customer segments with different quality perceptions
4. Assessing quality perceptions of internal customers
In our study, we added questions concerning the demographic structure of the students 
to examine segments with different quality perceptions.
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4. LITERATURE SURVEY
This section tries to put forward the criticisms that SERVQUAL instrument is subject 
to. There are, basically, seven different criticisms. PZB responded to some of them, 
and they did not respond to some. The following paragraphs summarize the debate.
Although the SERVQUAL instrument is very popular, several people have suggested 
that there are serious shortcomings that limit its usefulness. Carman (1990) argues that 
the PZB dimensions are not generic, in other words, SERVQUAL instrument needs to 
be customized to the service in question. Based on criteria of face validity and factor 
analysis eigenvalues greater than one. Carman suggests that more dimensions than the 
five currently used are needed.
Another concern of Carman is about the measurement of expectations. He states that 
expectations measurement is very important and he proposes some alternatives to 
replace the methodology used in SERVQUAL instrument. These are ;
1. to collect data in terms of perceptions-expectations difference directly 
rather than to ask questions about each separately,
2. to consider the question of how much experience the respondent should 
have with the service before answering expectations part.
The second proposition is backed up with their research which suggests expectations 
change with familiarity.
Since SERVQUAL is a difference score (i.e. perceptions - expectations), the criticism 
of Brown, Churchill and Peter (1993) focuses on this aspect. BCP review and 
empirically investigate in their paper the serious problems in conceptualizing 
SERVQUAL. In this section, we will first go over BCP's criticisms and PZB’s 
response to them.
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BCP's three problems associated with the use of difference scores to measure the 
service quality include : reliability, discrimination and variance restriction.
BCP state that any positive correlation between the. component scores attenuates 
reliability of the resulting difference score and add that as
a) the correlation between the component scores increases or,
b) the reliability of either component score decreases,
the reliability of the difference score itself decreases. The supporting rationale behind 
this assertion is that when two responses are taken from the same respondent, the 
difference score components (perception and expectation scores are the components) 
will be positively correlated.
PZB (1993) say that the conditions (a) and (b) are not likely to be serious threats. In 
regarding the condition (a), PZB put forward that while the expectations component of 
SERVQUAL pertains to customers' normative standards -i.e., the service level 
customers believe excellent companies in a sector must deliver, the pereeptions 
component pertains to customers' pereeptions of a given company's service within the 
sector and there is no conceptual reason for these two to correlate. As an example, if 
Customer A have higher SERVQUAL expectations for the appearance of Bilkent Food 
Center than Customer B, it does not necessarily follow that Customer A will rate its 
appearance higher than Customer B.
The reply to condition (b) simply draws on the findings of both BCP's and PZB's 
studies which show very strong reliabilities for the two components (0.94 for 
expectations and 0.96 for perceptions.)
BCP define discriminant validity as the degree to which measures of theoretically 
unrelated constructs do not correlate too highly with another. The two potential 
problems they identify are (a) attenuation of correlation between constructs by low
28
measure reliability, (b) the degree to which the difference score measure can be 
discriminated from one or both of the component measures used to obtain difference. 
Related to condition (b), they state that in practice, the difference will always be 
correlated with at least, and thus not distinct from, one of the component measures and 
this will cast doubt on the constmct validity of difference scores.
PZB reply to condition (a) again simply by referring to the reliability values obtained 
by both PZB and BCP (0.87 to 0.92 in PZB 1988 and 0.94 in BCP 1993). Since the 
values are consistently high, PZB reject the problem stated in condition (a).
PZB, here, refer to BCP's definition of discriminant validity that "the degree to which 
measures of t h e o r e t i c a l l y  u n r e l a t e d  c o n s t r u c t s  do not correlate too highly 
with one another." They say that nowhere in their conceptualization (PZB 1985) or 
operationalization (PZB 1988) of service quality do they imply that service quality 
construct is theoretically uiu’elated to expectations and perceptions, moreover, they 
state (PZB 1990) that the service quality is a function of the discrepancy between 
customers' expectations and perceptions.
Variance restriction occurs when one of the components scores used to calculate the 
difference score is consistently higher than the other component. This is typically the 
case when one variable is a "motherhood" variable for which more is always better. 
According to Wall & Payne (1973), when people respond to "what is desirable" in 
contrast to "what there is now", they seldom rate the former lower than the latter. BCP 
relying on these, state that this is the case with SERVQUAL.
For example, a respondent who perceives service to be poor (and circles 1) has a 
potential range, on the difference score, of 0 to -6, depending on the expectations of 
his, which can vary between 1 and 7. Another respondent who perceives the service to 
be good (and circles 6) has a much more constrained potential range on the
29
SERVQUAL score as 0 and -1. This, says BCP, will create some problems in many 
types of statistical analysis that require equality of variances.
PZB accepts the assertion of BCP that the high mean value and low standard deviation 
for the expectations component of SERVQUAL relative to perceptions component will 
restrict the variance of the difference score at higher level of service quality. However, 
that say that the relevance and seriousness of their problem depend on how the 
difference scores are used. The problem will be an issue when the difference scores are 
used in multivariate analysis, however, it will not be an issue when they are used for 
diagnostic purposes to pinpoint the most serious shortfalls along the general 
SERVQUAL dimensions or specific service attributes. This is where our research fits : 
we arc concerned with the practical utility of SERVQUAL instrument and trying to 
measure its usefulness in real life.
Babakus & Mangold (1989) suggest that SERVQUAL items represent only one factor 
rather than five. They also decreased the number of the questions from 22 to 15, and 
likert-7 scale to likert-5 scale. They claim that their observations indicate the need for 
further work on the dimensionality level of the service quality construct. Here, they 
cite Gromoos 1984, Hedvall & Paltschik 1989, Lehtinen & Lehtinen 1982 for two- or 
three-dimensional definitions. Finally, they point out that SERVQUAL is designed to 
measure functional quality only (defined as the manner in which the health care service 
is delivered to the patient).
Cronin & Taylor (1992) conclude that perceptions-minus-expectations is an 
inappropriate basis for use in the measurement of quality. Their contention is that 
measuring perceptions is sufficient. They support their argument by referring to the 
marketing literature which, C&T assert, offers considerable support for the superiority 
of simple performance-based measures of service quality (SERVPERF). PZB respond 
to this argument with their article (PZB 1994), by emphasizing that their research
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provides strong support for defining service quality as the discrepancy between 
customers' expectations and perceptions. PZB, by using the same cited articles that are 
cited by C&T, state that C&T's claim is rather surprising and questionable. Moreover, 
PZB add that the second citation C&T use to back up their assertion is from an article 
that neither dealt with service quality nor tested performance-based measures 
incorporating expectations.
Using confirmatory factor analysis procedures and the LISREL model, Finn & Lamb 
(1991), find that the SERVQUAL model is not appropriate for a retail store setting, so 
they conclude that retailers and consumer researchers should not treat SERVQUAL as 
an off-the-shelf measure of service quality. They think that much refinement is needed 
for specific companies and industries.
Teas (1993) raise some issues about the interpretation of the expectations standard. He 
states two interpretations for expectations in (Perceptions - Expectations) service 
quality construct, (a) E as classical attitudinal model ideal point, (b) E as feasible ideal 
point. (P - E) specification will be problematic when a service attribute is type (a), i.e., 
one on which customer's ideal point is at a finite level and, therefore, performance 
beyond that point will displease the customer (e.g. the friendliness of a salesperson in a 
retailer). What Teas implies here is that the increasing (P - E) scores may not always 
correspond to increasing levels of perceived quality.
Chase & Bowen's service quality determinants are different than PZB's. Chase & 
Bowen base their conception of service quality in the framework shown in Figure 4-7.
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Service Firm Strategy
Se r v i ce  D e l iv e ry  Sys tem
Figure 4-7 Service Quality Framework
The following attributes are the service quality determinants that service literature
indicates are important (Chase & Bowen 1991).
_________ Table 4-7 Service Quality Determinants
Planning of the service encounter
Back office/front office coordination 
Reliability of service 
Consistency of service 
Effective use of technology
6. Right degree of standardization
7. Facility - location, adequacy, 
atmosphere
8. Logical, consistent business hours
9. Handling non-routine demands
10. Handling emergency situations
11. Provisions for customer privacy 
during the service encounter
12. Provisions for the privacy of records
13. Rational approach for managing the 
queues
14. Adhering to customer schedules
15. Shifting capacity when needed
16. Materials available when and where 
needed
17. Understandable processes and 
procedures
18. Customer orientation and training
19. Points of service marketing
20. Gathering customer feedback
21. Acting on customer feedback
22. Employee selection
23. Employee skill training
24. Employee attitudes
25. Supervisor-employee relations
26. Correct worker-task assignment
27. Correct amount of self-service
As it is seen from the 27 determinants. Chase & Bowen’s conception gives importance 
to firms' point of view as well as customer's. They articulate that the determinants may 
look incomplete if you are looking from point of view of other theories such as 
customer satisfaction theory of which PZB are advocates of
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5. STUDY
The focus of this study is testing the claim of PZB (1990) that SERVQUAL instrument 
identifies the key dimensions, facets within those dimensions and on which dimensions 
managers should focus their quality improvement efforts. In other words, their 
assertion is that results of the SERVQUAL instmment will point to the problematic 
areas in that particular service setting.
This study has one major and three minor parts. The major part of our study aims to 
develop a complementary approach to measuring service quality by both trying to 
measure the validity of SERVQUAL instrument and seeking to find a proper place for 
itself in service quality considerations. The three minor parts of the study tries to find :
1. A relationship between SERVQUAL's performance and types of services
2. A relationship between relative importance of SERVQUAL dimensions and 
SERVQUAL scores
3. A relationship between student segments and their service quality perceptions
In the major part of the study, we use three methods :
• We directly ask the respondents what the three most important 
problems that they have encountered are (see Appendix 2).
• We ask them a bad incident that they remember (see Appendix 3).
• We ask them problematic other service quality dimensions that they 
would like to add to original PZB dimensions (see Appendix 4).
In the first one, we try to classify the observed problems into SERVQUAL dimensions, 
whereas in the second, we apply the same procedure after deciding on what the 
problem was by ourselves. In the third one, the respondents directly decide on the 
missing, if there is any, service quality dimension.
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The first method reached satisfying results but many of the students did not answer the 
second part or they, instead of critical incidents, responded with writing problems 
again. In the third one, the questionnaire was testing SERVQUAL dimensions. It asked 
about whether there were any more dimensions or determinants of service quality that 
respondents would like to add to PZB's dimensions. After evaluating the results, the 
problems which we could not correspond with SERVQUAL dimensions revealed the 
dimensions SERVQUAL fail to cover. These three studies, together, constitute the 
major part of the study.
Taking into account that there are a variety of services and that the classification 
scheme articulated in section 2-3, we postulated that the ability of SERVQUAL to 
identify problems is closely related to the type of the service that is in question. For 
this reason, using the classification scheme of Lovelock (1992), we identified 13 
different services in Bilkent University to apply the questionnaires. The services were 
chosen in such a way that there is at least one service in any one of the matrix 
dimensions. In the following pages, the distribution of Bilkent University services 
according to classification of Lovelock is seen. This minor part of the study consisted 
of analyzing the results by searching a relationship between SERVQUAL's problem 
identification capability and types of services.
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Table 5-a - Relationships with Customers
Type of relationship between service 
organization and its customers
Nature of service 
delivery
Membership
relationship
No formal relationship
Continuos delivery of 
service
Bank
Dormitories
Security
Cleaners
Discrete transactions
Health center 
Career development 
Transportation 
Sports facilities 
Library
Taxi
Photocopy center 
Food center 
Telephone center
Table 5-b - Method of Service Delivery
Availability of service outlets
Interaction between 
the firms and the 
customer
Single Site Multiple Site
Customer goes to 
service firm
Health center
Dormitories
Library
Sports facilities 
Career development
Transportation 
Food center 
Bank
Photocopy center
Service firms goes to 
customer
Taxi
Cleaners
Customer and service 
firm transact from a 
distance
Telephone center Security
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Table 5-c - Nature of Demand for the Service Relative to Supply
Extent o f demand fluctuations
Extent to which 
supply is 
constrained
Wide Narrow
Peak demand can 
be met without 
major delay
Transportation
Security
Dormitories
Cleaners
Peak demand 
regularly exceeds 
capacity
Health center 
Food center 
Career development 
Bank
Photocdj)y center
Library
Taxi
Dormitories telephone 
center
Sports facilities
Table 5-d - Nature of the Service Act
Who or what is the direct recipient of the 
service ?
What i f  
service act ? People Possessions
Tangible actions
Service directed at 
people's bodies
Health center 
Transportation 
Food center 
Dormitories 
Taxi
Sports facilities
Service directed at goods 
& other physical 
possessions
Photocopy center 
Cleaners
Intangible actions
Service directed at Service directed at
people's minds intangible assets
Security < > 
Career development 
Library
Security
Bank
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Table 5-e - Customization and Judgment in Service Delivery
Customization
Judgment High Low
High
Health center 
Taxi
Career development
Security
Low Bank
Transportation 
Food center 
Telephone center 
Photocopy center 
Cleaners 
Sports facilities 
Dormitories 
Library
Having a database has various usage in terms of segmenting the customers. Since we 
would be planning to deal with huge amounts of data, we thought it would be 
interesting to see the relationships between students' demographic structure and 
perceptions of service quality. The demographic variables are about their department, 
year, sex, tuition and whether they stay in the dormitory or they have off-campus 
housing. In the following sections, we will present the findings about how the 
demographic differences affected the service quality scores.
Last minor part of the study is about the average relative importance of SERVQUAL 
dimensions and their relations with SERVQUAL scores. This study will aim to 
observe if higher relative importance of a SERVQUAL dimension leads to a bigger 
gap between expectations and perceptions, i.e. a bigger SERVQUAL score.
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6. FINDINGS
6.1 ■ Can SERVOUAL Really Measure ?
To examine SERVQUAL's measuring performance in a healthy way, we disaggregated 
the five SERVQUAL dimensions back into ten original dimensions. In one of the 
questionnaire, we ask about the problems of the service in question. In the analysis of 
these gathered data, we first collected all problems together and grouped them 
according to PZB's dimensions. During this study, some part of the problems could not 
be categorized into PZB service quality dimensions (these findings are interpreted in 
Section 6.3). With the grouped data, we summed all of the problems of ten groups and 
made a frequency analysis. The next step was to compare the results of frequency 
analysis with the SERVQUAL scores. To see the relationship between figures, we 
made an arrangement which brought all data to the same order of magnitude. The 
results can be seen in the following graphs.
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Figure 6- la
Problem Frequency vs SERVQUAL Score in Health Center
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Problem Frequency vs SERVQUAL Score in Library
Problem  Frequency vs SERVQ UAL Score in Transportation Services
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Problem Frequency vs SERVQ UAL Score in Dormitory
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Problem Frequency vs SERVQUAL Score in Telephone Center
Problem Frequency vs SERVQ UAL Score in Cleaning Services
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Problem Frequency vs SERVQUAL Score in Security Services
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Figure 6-li
Problem Frequency vs SERVQUAL Score in Sports Facilities
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Problem Frequency vs SERVQUAL Score in Bank
Problem Frequency vs SERVQ UAL Score in Taxi Services
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Photocopy Center
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Figure 6-11
Problem Frequency vs SERVQUAL Score in Photocopy Center
As it is easily seen form the graphs, the frequency of problems or distribution of them 
are not consistent with the SERVQUAL scores (tabulated SERVQUAL scores can be 
seen in Appendix 5). If we sort the dimensions from the most frequent to the least, i.e. 
in an descending order, we see that SERVQUAL scores do not follow in the same 
manner. In other words, the most and the least problematic dimensions that are found 
at the end of the two analysis arc not the same ones. This is not the case only in two of 
the services : Security and Cleaning Services.
While directly asking the problem targets at more operational aspects of the service 
delivery system, using SERVQUAL instrument helps us to uncover problem areas 
which do not surface at the first glance or which customers are not even aware before 
articulation of through the statements. If the postulation of customer satisfaction 
theorists, that the most important measure of quality exists in the mind of the 
customers is true than we have to pay attention to both operational aspects and 
theoretical aspects of service delivery system.
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6.2. The Relation Between Types of Services and SERVQUAL's Measuring 
Capability
In the previous chapter we postulated that there is a relationship between types of 
services and SERVQUAL's performance in them. Now, we can search for that 
relationship in security and cleaning sector. If we take a close look to the classification 
schemes, we will observe that security and cleaning service, in two of the five 
classifications, appear in the same quadrant and, in two of the five classifications, 
appear in the same row. Since the observed relationship is not satisfactory in academic 
and practical terms, we come to a conclusion that instead of being adversarial methods, 
its more fruitful for SERVQUAL and our method (directly asking the problem areas) 
to be complementary methods.
One direct impact of using the two methods complementarily is that if the problem 
asking method is used first, it will be helpful in determining the statements which 
SERVQUAL instrument will comprise of Including some themes of the operational 
side of the service delivery system in statements while applying SERVQUAL 
instrument will result in more reliable results.
6.3. Problems Not Related To SERVOUAL Dimensions
During the classification of problems into SERVQUAL dimensions, some of the 
problems did not fit. By the help of the article of Chase & Bowen (1991), which 
detailed the attributes of service delivery that service literature indicates are important 
determinants of service quality, we were able to cover these unfitting problems. Table 
6-3a shows in each sector the number of problems collected, the ones related to 
SERVQUAL dimensions and its percentage.
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Table 6-3a - Number of Problems Collected
SERVICE
# o f
Problems
Collected
# of Problems 
Related To 
SERVQUAL 
Dimensions %
Telephone Center 39 16 41
Sport Facilities 30 16 53
Library 55 33 60
Dormitories 52 32 62
Bank 48 31 65
Photocopy 51 34 67
Food Center 67 49 73
Health Center 10 85 77
Taxi 12 10 83
Transportation 67 56 84
Security 35 34 97
Cleaner 21 21 100
As seen in Table 6-3a, the last four services -particularly the last two- are successfully 
covered by the SERVQUAL dimensions. The classification of services (see Table 2-3) 
may be of some help to understand the reasons. The last three services, transportation, 
security and cleaners are services in which peak demand can be met without a major 
delay, while for the rest it regularly exceed capacity. In another classification scheme, 
if the delivery of seiwice is continuous and there is no formal relationship between 
service organization and its customers, like in security and cleaner, the percentage of 
covered problems by SERVQUAL dimension is the highest.
The following table shows the percentage of total number of problems not related to 
SERVQUAL dimensions over total number of problems collected. This aggregate 
figure is important because 29% is rather high for an instrument claiming to measure 
service quality. SERVQUAL instrument, according to results based on our study, 
measures only the 71% of the service quality or the problematic areas.
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Table 6-3b
Total # of Problems Total # of Problems Abf Related To
Collected SERVQUAL Dimensions %
587 170 29
In Table 6-3b, we see the most salient problems that surfaced at the end of our study. 
Among them, the most important one that deserves attention is related to sufficiency of 
capacity, which is an important determinant of service quality but not covered by 
SERVQUAL dimensions. We, in almost all of the services, encountered with 
insufficient capacity problem. The most salient services problems were encountered 
were : bank, telephone center, health center, library, transportation and photocopy 
center.
Table 6-3c Problems Unrelated to SERVQUAL Dimensions
PROBLEMS UNRELATED TO #OF
SERVQUAL DIMENSIONS PROBLEMS
Insufficient capacity 85
Rational approach to managing queue 22
Price 15
Quality of product related to service 10
Low variety of service 9
Handling of non routine demands 5
Irrational approach to managing queue is the problem of the bank, food center and the 
health center. High price and bad quality products related to service are problems 
encountered in food center and photocopy center service settings. These two problem 
areas are confirmed with our study targeted at identifying problem areas not covered 
by SERVQUAL dimensions. Quality of products related to service in photocopy center 
is the quality of Xerox copied papers and in food center is the quality of the food 
served. One interesting point here is that, in four service classification tables.
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food and photocopy centers are all in the same quadrants. In fact, in the same 
quadrants, there are at least two other services in which price and product problems are 
not encountered. This may imply that food and photocopy centers have something 
different in common which is that the proportion of physical goods contained in the 
service is high (see Table 2-3).
6.4. Added Quality Dimensions
After the analysis of information gathered with the use of the third questionnaire that 
was dealing with whether any other dimensions than SERVQUAL dimensions existed, 
the results show that the significant need for new service quality dimensions arises in 
three sectors ; Photocopy Center, Food Center and Bank.
While the need for new dimension focuses on insufficiency of the bank's services, in 
photocopy and food center, the emphasis is on the quality of copies and food and the 
price of the service. Table 6-4 summarizes the new necessary dimensions in each 
sector.
Table 6-4 - Added Quality Dimensions
Service Added Quality Dimension
Photocopy Center
Quality of Copies 
Priee
Insufficiency of machines
Food Center
Quality of food 
Price
Variety of food 
Rational approach to queue
Bank Insufficient capacity of the unit 
Insuffieient number of ATMs
By having the table as the point of departure, we can come to a conclusion in two 
aspects. First one is that the quality of tangible material related to service, such as the
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quality of food and the quality of the copied papers, is an essential determinant of 
service quality and must be included, somehow, in measurement where usage is 
appropriate. Second, the price of the service in question is a dimension for purposes of 
comparison and for a healthy selection process, which is not included in original 
SERVQUAL service quality dimensions and must be considered in certain types of 
service sectors.
One important fact is that the dimensions related to products used in service delivery is 
not limited to their quality, and the other aspects such as the variety of the product 
must be taken into account as well.
Insufficiency, whether in terms of machines used or skills of people, as a dimension to 
express the service quality, occurred as an additional item in most of the sectors, 
particularly in bank services.
6.5. Dimensions Aggregates and Averages of More Than One Statement
In this section, we will be dealing with the dimensions which are aggregates and 
averages of more than one statement. These dimensions are tangibles, reliability, 
responsiveness, access, and understanding the customer. Table 6-5 shows the 
statements that make up each dimension.
Table 6-5 - Dimensions Comprised of More Than One Statements
Dimension Statements
Tangibles 1,2, 3,4
Reliability 5, 6, 7, 8, 9
Responsiveness 10, 11, 12, 13
Access 18, 19
Understanding the customer 21,22
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In the SERVQUAL instrument, the statements 1, 2, 3 and 4 are reserved to tangibles 
dimension. The SERVQUAL tangibles dimension score is calculated using these four 
statements, through taking the difference of expectations and perceptions for each and 
averaging the four difference score. However, if we analyze the difference score 
separately for each statement, we see that a single average number representing the 
service quality responsiveness dimension is far from being adequate to supply us with 
the information necessary to interpret the situation correctly. There are two important 
implications of the results presented in Table 6-5-1 in terms of validity of the average 
of the tangibles dimension, and its contribution to problem identification.
Table 6-5-1: SERVQUAL Scores For Each Tangibles Statement
6.S. 1. tangibles dimension
Health Center Library Transportation Food Center
01 2.40 03 1.57 01 3.59 Q3 2.75
02 2.10 02 1.03 03 3.12 Q4 2.45
03 1.50 04 0.37 02 3.00 02 2.35
04 0.75 01 0.34 04 2.53 Q1 1.95
Dormitories Telephone Center Career Develop. Security
03 1.78 01 1.50 01 1.07 Q3 2.26
02 1.67 04 1.39 02 1.07 Q2 1.79
04 1.22 03 1.06 04 1.00 Q4 1.74
01 0.67 02 0.89 03 0.93 Q1 1.58
Sport Facilities Bank Taxi Photocopy
04 2.00 02 1.58 03 2.48 Qi 3.60
03 1.89 01 1.37 04 1.71 Q2 2.70
01 1.63 03 1.21 02 1.57 Q4 2.30
02 1.26 04 1.00 01 1.43 Q3 1.75
Table 6-5-1 is sorted in a descending order of scores. Examining the table reveals that, 
there is a big gap between the difference scores calculated for each statement of 
tangibles dimension. This gap is more than 0.6 points in every sector. In some sectors, 
it is even more than 1.50 points which is a high difference that casts doubt on the 
reliability of interpreting the averages. For example, the average of tangible dimension 
scores in library services is 0.84 which is the lowest score among all sectors. This
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means that library is performing well in tangibles dimension but if we look results 
without getting average, we see that in statement 3 which is concerning about the 
appearance of employees, library scored 1.50. This is a score which is high enough to 
take into consideration.
If we analyze further, we observe that the maximum scores are those of statement 1 
and 3 in all sectors except two of them. This brings with it the need for separate 
analysis of each statement.
6.5.2. reliability dimension
Since the process for each dimension is identical, from now on we will concentrate on 
the comments.
Table 6-5-2 ; SERVQUAL Scores For Each Reliability Statement
Health Center Library Transportation Food Center
Q6 2.80 Q6 2.51 Q6 2.71 Q6 3.50
Q5 2.70 Q7 2.03 Q5 2.47 Q5 3.30
Q7 2.50 Q8 2.00 Q9 2.47 Q7 3.15
Q8 1.55 Q5 1.63 Q7 2.29 Q8 3.15
Q9 1.15 Q9 1.23 Q8 1.76 Q9 2.15
Dormitories Telephone Center Cleaner Security
Q5 2.39 Q7 2.56 Q5 2.47 Q5 2.89
Q8 2.17 Q6 2.50 Q7 2.47 Q6 2.89
Q7 2.00 Q8 2.44 Q8 2.37 Q7 2.89
Q6 1.94 Q5 2.17 Q6 2.21 Q8 2.58
Q9 1.28 Q9 2.17 Q9 1.42 Q9 2.32
Sport Facilities Bank Taxi Photocopy
Q6 2.79 Q5 2.42 Q5 2.19 Q7 2.65
Q5 2.00 Q9 2.26 Q6 2.00 Q6 2.30
Q8 2.00 07 2.21 Q9 2.00 Q8 2.15
Q9 1.95 Q8 2.11 Q7 1.81 Q9 2.15
Q7 1.84 Q6 1.89 Q8 1.81 Q5 2.10
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The approach to tangibles dimension concerning the wide range of the scores is also 
valid for reliability dimension. Although scores are closer to each other than the former 
one, there are some gaps more than 1.00 point in reliability dimension.
One other concern was about the positions of some statements. Here, the most obvious 
one is the ninth statement. Among 12 settings, ninth statement appears in the fifth 
position 7 times, in the fourth position 2 times. Next, comes the positions of fifth and 
sixth statements, which are always close to the top, implying that it is a better choice to 
interpret statements separately. Whereas criticisms of Carman (1990) addresses the 
need for more dimensions than the five currently used, our study goes a little bit further 
and concludes that the more statements these dimensions consist of, the less accurate 
will be the interpretations of the averages of these statements.
6.5.3. responsiveness dimension
Table 6-5-3 : SERVQUAL Scores For Each Responsiveness Statement
Health Center Library Transportation Food Center
yii 2.50 Q12 2.23 Q12 2.94 on 3.40
Q12 2.45 on 2.03 QIO 2.18 Q12 3.25
QIO 2.30 QIO 1.91 013 1.53 QIO 3.00
on 2.00 Q13 1.40 on 1.18 Q13 1.80
Dormitories Telephone Center Cleaner Security
QIO 2.56 Q12 2.67 QIO 2.47 Q12 3.05
on 2.17 on 2.39 on 2.00 QIO 2.53
Q12 2.00 013 2.22 Q12 1.47 Q ll 2.05
013 0.94 QIO 2.06 013 1.37 Q13 1.21
Sport Facilities Bank Taxi Photocopy
Q12 2.42 on 2.47 QIO 2.38 Q ll 2.70
on 2.26 Q12 1.89 Q12 1.86 Q12 2.70
QIO 2.00 QIO 1.74 on 1.67 Q13 2.60
Q12 1.89 013 1.21 Q13 0.90 QIO 2.45
Examining the table reveals that except the health center, photocopy center and sports 
facilities, there is a big gap between the difference scores calculated for each statement 
of responsiveness dimension. This gap is more than 0.5 points in every other sector. In
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some sectors, it is even more than 1.50 points which is a high difference that casts 
doubt on the reliability of interpreting the averages.
A closer look at the position of statements sorted according to magnitude of the scores 
shows us that statement 13 appears 9 times at the lowest position and 3 times at the 
third position. Statement 12 and 11 appear 5 times both in the first and second position. 
Drawing upon these observations, we can conclude that statement 13 is the least 
relevant dimension contributing to the overall responsiveness score and that separation 
of statement 13 -if not separating all the statements- will allow us to reach more 
reliable interpretation of responsiveness dimension.
6.5.4. access dimension
Table 6-5-4 ; SERVQUAL Scores For Each Access Statement
Health Center Library Transportation Food Center
Q18 1.60 Q18 2.51 Q18 2.18 Q19 3.15
Q19 1.40 Q19 1.26 Q19 1.12 Q18 1.95
Dormitories Telephone Center Cleaner Security
Q19 1.89 Q18 2.17 Q19 1.47 Q18 1.68
Q18 1.28 Q19 2.17 Q18 1.16 Q19 0.37
Sport Facilities Bank Taxi Photocopy
Q18 2.05 Q18 1.32 Q18 2.33 Q19 1.95
Q19 1.63 Q19 0.89 Q19 0.48 Q18 1.85
Although in some sectors like health, telephone, cleaner, photocopy, the results are 
reliable, the rest do not deserve much credit. If you take the taxi service and security 
service as examples, the disadvantages of averaging scores of statements under single 
dimension will be more concrete.
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6.5.5. understanding the customer dimension
Table 6-5-5 : SERVQUAL Scores For Each Understanding the Customer Statement
Health Center Library Transportation Food Center
Q22 1.80 Q22 2.46 Q2l· 1.00 Q21 3.00
Q21 1.55 Q21 2.23 022 ‘ 0.47 Q22 2.25
Dormitories Telephone Center Cleaner Security
021 2.11 021 1.94 021 1.53 021 1.89
022 1.50 022 1.94 022 0.79 Q22 0.89
Sport Facilities Bank Taxi Photocopy
022 2.05 021 1.16 021 1.67 021 2.50
021 2 . 0 0 022 0.63 022 1.48 022 1.65
Most significant observation here may be that the statement 21 stays in first position 
for nine sectors. Again, we see some gaps, between the two difference scores, when 
averaged will lead to wrong interpretations.
Moreover, one need to recognize that we have 5 main service quality dimensions : 
tangibles, reliability, responsiveness, assurance and empathy. These 5 dimensions are 
the final ones that we calculate the 10 dimensions into (see Table 3-1 a). The most fatal 
error here is that, empathy dimension is the average of access, communication and 
understanding the customer dimensions. If we cannot obtain reliable results in even 
one dimension, how can we obtain it when they are aggregated ? You cannot extract 
the right solution from the wrong data.
54
6.6. Implications of the Relationship Between SERVOUAL Score & Relative 
Importance of Service Quality Dimensions
Having in mind the question of whether there is a relationship between SERVQUAL 
score and the points allocated to the five service quality dimensions of PZB who 
sought to examine the relative importance of these dimensions, we constructed 
graphics to see them both and observe the relationship, if there is any. The following 
graphs show the relationship between them.
SERVQUAL Score vs Relative Importance in Library
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SliRVQUAL Score vs Relative Importance in Transportation Services
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Figure 6-6c
SERVQ UAL Score vs Relative Importance in Food Center
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SERVQUAL Score vs Relative Importance in Dormitories
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Figure 6-6e
SER V Q U A L Score vs Relative Importance in Telephone Center
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Figure 6-6f
SERVQUAL Score vs Relative Importance in Cleaner
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Figure 6-6g
SER VQ UA L Score vs Relative Importance in Security Services
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SERVQUAL Score vs Relative Importance in Career Development
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Figure 6-6i
SER VQ UA L Score vs Relative Importance in Sports Facilities
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SERVQUAL Score vs Relative Importance in Bank
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Figure 6-6k
SER VQ UA L Score vs Relative Importance in Taxi Services
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Figure 6-61
SERVQUAL Score vs Relative Importance in Photocopy Center
As seen from the graphs there is no significant relationship between the score and the 
importance weights. Customers do not necessarily consider the most important 
dimension from their point of view as the most problematic aspect of the service 
delivery system or vice versa.
The most useful conclusion that can be drawn out of these Figures may be the 
comparison of what customers value and what you are good or bad at. The decision 
about the next immediate step to improve quality can be made using these figures. For 
example in photocopy center, the immediate step to improve quality, without 
considering the relative importance curve, seems to be taken on tangibles, assurance 
and responsiveness dimensions. If we consider the relative importance curve, it is 
obvious that responsiveness dimension (also the reliability dimension) has higher 
priority.
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To be consistent with our early criticisms of SERVQUAL instrument, we should state 
explicitly the fact that our comments using the data obtained by using SERVQUAL 
instrument are faulty in terms of results but perfectly correct in terms of how to use the 
information obtained by using the two or three methods complementary.
6.1. Implications of Demographic Analysis
At the end of the questionnaire, the respondents answered a set of questions which 
asked the sex of the respondent, where (s)he stayed and if (s)he were awarded by 
scholarship or not. While it is fun to think about the possible causes of the difference in 
the SERVQUAL scores, to identify the segment which cannot be satisfied, to find the 
reason for dissatisfaction and to improve the delivered service in that direction very 
important for the firm. One should remember that SERVQUAL instniment is not 
sufficient alone for any service quality measuring purposes, however, our 
recommendations suggest that the managers should use both methods in a 
complementary way.
We, now present three examples of service sectors in which significant differences in 
SERVQUAL scores are observed.
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SERVQUAL SCOT
10 Scholarship — 10 Not Scholarship
Figure 6-7a
SERVQUAL Scores Reflecting Demographical Differences in Library
For example in the health center, the reliability dimension and the students awarded by 
scholarship require immediate attention from the managers. This approach combined 
appropriately with our method, i.e., by defining the point of departures more 
operationally, will be very useful for quality improvement purposes.
Security
■  In Dormitory 
01 Outside
■  Total
- 4.00 - 3.00 - 2.00 - 1.00 0.00 
SERVQUAL s c o re
11 In dormitory -- 8 Outside
Figure 6-7b
SER VQ UA L Scores R eflecting Demographical D ifferences in Security
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Figure 6-7c
SERVQUAL Scores Reflecting Demographical Differences in Taxi Service
As seen from Figures 6-7a, 6-7b and 6-7c, the information that can be drawn out of 
them make crystallize not only quality improvement possibilities but also better 
marketing opportunities.
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7. CONCLUSION
The ultimate objective of any private company, in our case service companies, is to 
make profits and do so by maximizing the satisfaction of their customers. Since quality 
of the delivered service is an important factor to customer satisfaction, efforts are put 
to measure it. SERVQUAL is an instmment that claims to measure service quality and 
this thesis aims to test its validity in some service companies located in Bilkent 
University.
We collected data about the quality of services in 12 different settings in Bilkent 
University, using three additional methods to SERVQUAL. One of them ask about the 
problematic areas, the second one look for critical incidents that may guide us to detect 
the problems and the last one search for service quality dimensions that SERVQUAL 
instrument fail to cover. In addition to the previous study, we take into consideration 
the criticisms of SERVQUAL in the literature and analyze SERVQUAL in itself This 
study focuses on the information loss due to consolidation of statements into ten 
dimensions and then consolidation of ten dimensions into five.
Our analysis suggests that using SERVQUAL may not be a sufficient and a healthy 
way of measuring service quality, if not accompanied by other measuring techniques 
which have different viewpoints. SERVQUAL supplies us with the information of how 
the service is delivered not with what is delivered and value of the delivered service to 
the customers. In other words, it aims to improve, as all TQM programs do, the 
efficiency of the system not the effectiveness of it. In Gronroos' terms, it measures the 
functional quality of the service not the technical quality.
Of course, because of the nature of services, i.e., the simultaneous occurrence of what 
is done and how it is done, it is impossible to separate technical and functional 
qualities when we are measuring either of them. The value of what you do is not
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separable from how you do it in services. So, the correct approach to measuring quality 
should be capable of measuring both. If you can measure the value of the service to 
customers then, product of the value and the efficiency (how you achieve it) will 
determine the effectiveness (Ackoff, 1978) of your service which is an other important 
factor of service quality.
If we want to exemplify the deficiency of SERVQUAL instrument in terms of the 
above discussion, price, as the most obvious one, is one of the determinants of the 
value of a service to the customers that SERVQUAL instrument ignore. In 
SERVQUAL, price is not included in service quality dimensions and, hence, it makes 
it difficult to calculate the value of the service. Another example is the quality of the 
products related to the service such as quality of food in restaurants and quality of 
copies in photocopy centers.
Due to the aspects sorted through out the text, one feels the need to develop a more 
systemic and comprehensive instrument to measure service quality, if it can be 
measured. The new instrument should be capable of measuring both technical (output) 
quality and functional (process) quality. It should measure them both quantitatively 
and qualitatively. Only after that, quality improvement in terms of efficiency, 
effectiveness and the value of the service to the customers can be achieved 
satisfactorily.
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8. APPENDICES
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Appendix 1
ANKET
MÜKEMMEL KÜTÜPHANELER
Kütüphanelerin verdiği hizmetleri kullanan bir öğrenci olarak tecrübelerinize 
dayanarak, lütfen mükemmel kalitede hizmet veren bir kütüphane ve bu kütüphanenin 
aşağıda tariflenen özellikleri ne derece taşıması gerektiğini düşününüz. Eğer belirtilen 
özelliğin mükemmel kütüphaneler için "gerçekten gereksiz" olduğunu 
düşünüyorsanız, 1 numarayı yuvarlak içine alınız. Eğer belirtilen özelliğin "gerçekten 
çok gerekli" olduğunu düşünüyorsanız, 7 numarayı yuvarlak içine alınız. Bu testte 
doğru veya yanlış cevap yoktur. Bizim sadece ilgilendiğimiz, sizin mükemmel kalitede 
hizmet veren kütüphaneler hakkında ki düşüncelerinizi yansıtan numaralardır.
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Hiç
katılm ıyoram
Tamamen
katılıyorum
I
1. Mükemmel kütüphaneler modem görünüşlü donanıma sahiptirler.
2. Mükemmel kütüphanelerin binaları ve çalışma salonları göze hoş görünür.
1 2 3 4 5 6 7
3. Mükemmel kütüphanelerin çalışanları temiz ve düzgün görünüşlüdürler.
1 2 3 4 5 6 7
4. Mükemmel kütüphanelerde, hizmet verirken kullanılan malzemeler göze hoş 
görünür.
1 7
5. Mükemmel kütüphaneler verdikleri sözü zamanında yerine getirirler.
1 2 3 4 5 6 7
6. Öğrencinin bir problemi olduğu zaman, mükemmel kütüphaneler sorunu çözmek 
için samimi ilgi gösterirler.
1 2 3 4 5 6 7
7. Mükemmel kütüphaneler hizmetlerini ilk seferinde ve doğru olarak verirler.
1 2 3 4 5 6 7
8. Mükemmel kütüphaneler hizmetlerini daha önceden söyledikleri zaman içinde 
verirler.
1 4
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Hiç
katılm ıyorum
Tamamen
katılıyorum
1
9. Mükemmel kütüphaneler kayıtların hatasız tutulmasında çok titizlerdir.
7
10. Mükemmel kütüphanelerin çalışanları, hizmetlerin tam olarak ne zaman 
verileceğini öğrencilere söylerler.
11. Mükemmel kütüphanelerin çalışanları hizmetleri mümkün olan en kısa sürede 
verirler.
1 7
12. Mükemmel kütüphanelerde çalışanlar her zaman öğrenciye yardım etmeye istekli 
ve gönüllüdürler.
1 7
13. Mükemmel kütüphanelerin çalışanları, hiç bir zaman öğrencilerin isteklerine cevap 
veremeyecek kadar meşgul değillerdir.
1 2  3 4 5 6 7
14. Mükemmel kütüphanelerde çalışanların davranışları öğrencilerde güven duygusu 
uyandırır.
1 2 3 4 5 6 7
15. Mükemmel kütüphanelerde, öğrenciler kütüphaneyle olan ilişkilerinde kendilerini 
güvende hissederler.
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Hiç
katılm ıyorum
1
Tamamen
katılıyorum
16. Mükemmel kütüphanelerin çalışanları dçvamlı olarak öğrencilere karşı 
saygılıdırlar.
1 2 3 4 5 6 7
17. Mükemmel kütüphanelerde çalışanlar öğrencilerin sorularına cevap verecek 
bilgiye sahiptirler.
7
18. Mükemmel kütüphaneler her öğrenciyle tek tek ilgilenirler.
4
19. Mükemmel kütüphanelerin çalışma saatleri bütün öğrencilere uygun olacak 
şekildedir.
20. Mükemmel kütüphaneler her öğrenciyle kişisel olarak ilgilenecek çalışanlara 
sahiptir.
21. Mükemmel kütüphaneler öğrencilerin menfaatlerini herşeyin üstünde tutar.
1 2 3 4 5 6 7
22. Mükemmel kütüphanelerin çalışanları öğrencilerin özel isteklerini anlarlar.
1 2 3 4 5 6 7
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Aşağıdaki 5 maddenin belirttiği özellikler, kütüphaneler ve verdikleri hizmetlerle 
ilgilidir. Bizim öğrenmek istediğimiz, bu özelliklerin bir kütüphanenin hizmet 
kalitesini değerlendirirken sizin için ne kadar önemli olduğudur. Lütfen, toplam 100 
puanı bu 5 özellik arasında paylaştırınız. Eğer özellik sizin için diğerlerinden daha 
önemliyse daha çok puan veriniz. Lütfen bütün özelliklere verdiğiniz puanların 
toplamının 100 olmasına dikkat ediniz.
1. Kütüphanenin binasının, çalışma salonlannın,
donanımının ve iletişim malzemelerinin görünüşü.
2. Kütüphanenin vaat edilen hizmeti güvenilir ve 
kusursuz bir şekilde yapabilme becerisi.
3. Kütüphanenin öğrencilere yardım etmek ve çabuk
hizmet vermek konusundaki istekliliği ve gönüllülüğü.
4. Kütüphane çalışanlannm bilgisi, saygılı olması ve 
öğrencilerde güven duygusu uyandırma becerileri.
5. Kütüphanenin öğrencilere kişisel ilgi göstermesi 
ve duyarlılığı.
Toplam 100 puan
Yukarıdaki 5 özellikten hangisi sizin için en önemli ? 
Hangisi ikinci olarak en önemli ?
En önemsizi hangisi ?
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BİLKENT UNIVERSITY 
Eaculty o f Business Administration
BİLKENT Kütüphanesi Anketi
Aşağıdaki önermeler sizin Bilkent Kütüphanesi ile ilgili düşüncelerinizle ilgilidir. 
Bilkent Kütüphanesinin bu önermelerde tanımlanan özellikleri taşıdığına 
katılıyorsanız, ne derece katıldığınızı belirtiniz. 1 numarayı işaretlemek Bilkent 
Kütüphanesinin bu özelliği taşıdığına "hiç katılmıyorum" demektir, 7 numarayı 
işaretlemek ise "tamamen katılıyorum" demektir. 1 ve 7'nin arasındaki her numarayı 
düşüncelerinizin kuvvetiyle orantılı olarak işaretleyebilirsiniz. Bu testte doğru veya 
yanlış cevap yoktur. Bizim ilgilendiğimiz sadece sizin Bilkent Kütüphanesi 
hakkındaki düşüncelerinizi yansıtan numaralardır.
H iç
katılm ıyorum
1
Tamamen
katılıyom m
1. Bilkent Kütüphanesi modem görünüşlü donanıma sahip.
1 2 3 4 5 6 7
2. Bilkent Kütüphanesinin binaları ve çalışma salonları göze hoş görünüyor.
1 2 3 4 5 6 7
3. Bilkent Kütüphanesi çalışanları temiz ve düzgün görünüşlü.
1 2 3 4 5 6 7
4. Bilkent Kütüphanesinde hizmet verirken kullanılan malzemeler göze hoş 
görünüyor.
1 4
5. Bilkent Kütüphanesi verdiği sözü zamanında yerine getiriyor.
1 7
6. Öğrencinin bir problemi olduğu zaman, Bilkent Kütüphanesi somnu çözmek için 
samimi ilgi gösteriyor.
I 7
7. Bilkent Kütüphanesi hizmetlerini ilk seferinde ve doğru olarak veriyor.
8. Bilkent Kütüphanesi hizmetlerini daha önceden söylediği zaman içinde veriyor.
Hiç
katılm ıyorum
Tamamen
katılıyorum
9. Bilkent Kütüphanesi kayıtların hatasız tutulmasında çok titiz.
3
10. Bilkent Kütüphanesinde çalışanlar, hizmetlerin tam olarak ne zaman verileceğini 
öğrencilere söylüyorlar.
3 7
11. Bilkent Kütüphanesi çalışanları hizmetleri mümkün olan en kısa sürede veriyorlar.
12. Bilkent Kütüphanesinde çalışanlar her zaman öğrenciye yardım etmeye istekli ve 
gönüllü.
1 2  3 4 5 6 7
13. Bilkent Kütüphanesi çalışanları, hiç bir zaman öğrencilerin isteklerine cevap 
veremeyecek kadar meşgul değiller.
1 4
14. Bilkent Kütüphanesinde çalışanların davranışları öğrencilerde güven duygusu 
uyandırıyor.
4 7
15. Bilkent Kütüphanesi öğrencileri kütüphaneyle olan ilişkilerinde kendilerini 
güvende hissediyor.
I 2 3 4 5 6 7
H iç
katılnuyorum
Tamamen
katılıyorum
1 2 3 4 5 6 7
16. Bilkent Kütüphanesi çalışanları devamlı olarak öğrencilere karşı saygılılar.
1 2 3 4 5 6 7
17. Bilkent Kütüphanesinde çalışanlar öğrencilerin sorularına cevap verecek bilgiye 
sahipler.
1 2 3 4 5 6 7
18. Bilkent Kütüphanesi her öğrenciyle tek tek ilgileniyor.
1 2 3 4 5 6 7
19. Bilkent Kütüphanesinin çalışma saatleri bütün öğrencilere uygun olacak şekilde.
1 2 3 4 5 6 7
20. Bilkent Kütüphanesi her öğrenciyle kişisel olarak ilgilenecek çalışanlara sahip.
1 2 3 4 5 6 7
21. Bilkent Kütüphanesi öğrencilerin menfaatlerini herşeyin üstünde tutuyor.
1 2 3 4 5 6 7
22. Bilkent Kütüphanesi çalışanlan öğrencilerin özel isteklerini anlıyorlar.
SINIF
BÖLÜM
KIZ
BURSLU
YURTTA
ERKEK
BURSSUZ
DIŞARIDA KALIYORUM.
Appendix 2
BİLKENT Kütüphanesinin Üç Problemi
Bilkent Kütüphanesinde verilen hizmetleri kullanan bir öğrenci olarak sizce 
kütüphanede yaşanan en önemli 3 problem nedir ? Lütfen bunları aşağıdaki boş 
kutuların içine yazınız. Sayfanın arkasını kullanabilirsiniz.
Problem
Problem 2
Problem 3
BİLKENT Kütüphanesinde Başınızdan Geçen İki Olay
Lütfen, Bilkent Kütüphanesinde verilen hizmetleri kullanan bir öğrenci olarak 
başınızdan geçen, sizde iyi bir izlenim uyandıran ve uyandırmayan olayları 
düşününüz. Bunlardan en önemli gördüğünüzü anlatınız. Olayın bizim gözümüzde 
canlanabilmesi için gerekli bütün detayları yazınız {Kim ne yaptı ? Kim ne dedi ? 
Yazacağınız olayın en sonunda bu olayın sizin için niye önemli olduğunu belirtiniz. 
Sayfanın arkasını kullanabilirsiniz.
Appendix 3
Başınızdan Geçen İyi Olay
Başınızdan Geçen Kötü Olay
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Appendix 4
BiLKENT Kütüphanesi
Sayın Katılımcı,
Bilkent Kütüphanesinin verdiği hizmetlerden yararlanan bir öğrenci olarak, aşağıda 
verilen problem alanlarını (yanlarına T , '2', '3',...,'10' yazarak), sizin gözünüzdeki 
önem sırasına göre diziniz. T  numara en büyük problem , '2' numara ikinci en büyük 
problem, '10' numara en küçük problem olacaktır. Her numaranın sadece bir kere 
kullanılmasına dikkat ediniz.
Problem
Sırası
Problem
Alanı
Fiziki görünüm, kullanılan aletler
Kusursuzluk, güvenilirlik, sözünde durma
Zamanında hizmet sunma ve heveslilik
Bilgi ve beceri
Saygı ve anlayış
Dürüstlük ve inanıhriık
Emniyet teminatı
Ulaşım ve erişim kolaylığı
Etkili iletişim
Müşteri/kullanıcı ihtiyaçlarını anlamak
Sizce yukarıdaki problem alanlarına dahil edilmeyen başla problemler var mıdır ?
1.
2 .
3.
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